Though many competing software applications are offered by different vendors, studies in IT adoption rarely look at the adoption of competing products. This study applies the theory of planned behavior to examine user choice of web browser software using relative mechanism.
Introduction

Theoretical Framework
The theory of planned behavior (TPB) posits that an individual's behavioral intention is a function of the relationship between attitude, subjective norms, and perceived behavioral control (Ajzen, 1985 (Ajzen, , 1988 (Ajzen, , 1991 . Attitude refers to an individual's evaluation, whether positive or negative, about performing a particular behavior. Subjective norms refer to an individual's perception of how relevant others feel about performing a particular behavior.
Perceived behavioral control refers to individuals' perception of their ability to perform a particular behavior.
This study seeks to apply the TPB to understand user choice of browser software using relative mechanism. To the best of our knowledge, it is the first study on competing browsers which uses relative mechanism. This study also builds on an extensive body of existing research which has applied the TPB in analyzing the use/adoption of technological products and services by different target groups. These include broadband adoption by households (Choudrie & Dwivedi, 2006) , adoption of new workplace software by employees (Chau & Hu, 2001; Morris & Venkatesh, 2000; Workman, 2005) and the use of e-commerce services by small and medium-sized enterprises (Grandon, Mykytyn, & Peter, 2004; Harrison, Mykytyn, & Riemenschneider, 1997) . Prior research has also focused on applying the TPB to understanding users' online shopping behavior (P.A. Pavlou & Fygenson, 2006) , their use of shop-bots (Gentry & Calantone, 2002) and Internet banking (Ravi, Carr, & Sagar, 2006) , as well as their propensity to bid in online auctions (Bosnjak, Dirk, & Tuten, 2006) and to participate in web-based surveys (Bosnjak, Tuten, & Wittmann, 2005) .
The TPB is an expansion of the theory of reasoned action (TRA) which was used to predict intention and behavior (Ajzen, 1988; Fishbein & Ajzen, 1975) . Attitude, subjective norm, intention and behavior are the four constructs in the TRA. The TRA hypothesizes that behavior is influenced by one's intention to perform the behavior. Intention is influenced by a positive or negative evaluation about performing the behavior (i.e., attitude), and perceived social influence to perform or not to perform the behavior (i.e., subjective norm).
In attitudinal research, the attitude construct is considered as affective (a positive or negative feeling) (Fishbein & Ajzen, 1975, p. 12 she may need to change to MSN so she can communicate with those peers. Similarly, when a person important to us uses the same computer application we do, subjective norm would also enhance our intention to continue using the same application. Therefore, the preceding argument suggests that H2: Relative subjective norm is positively related to relative intention Fishbein and Ajzen (1975) acknowledged that the TRA has some limitations. According to them, there are three boundary conditions that may affect the relationship between intention and behavior: (1) the degree to which the measures of intention and behavior correspond with respect to their levels of specificity of action, target, context and time frame, (2) the stability of intention between time of measurement and performance of the behavior, and (3) the degree to which carrying out the intention is under one's volitional control.
Since the TRA could not fully explain behavior that is not entirely under volitional control (Ajzen, 1991) , the construct of perceived behavioral control (PBC) was included in the TPB to help predict both intention and behavior. In a choice situation, perceived behavioral control has been shown to be an important factor predicting intention and choice of travel mode between bus and car (Bamberg, Ajzen, & Schmidt, 2003) . In fact, it is quite logical if individuals perceive that they have more control over one product than over others, their intention to use that product will be greater and they will most likely choose that product.
Consequently, we hypothesize (Gummeson, Jonsson, & Conner, 1997; Kasper, 1988; LaBarbera & Mazursky, 1983; Mathur, 1998; Raats, Shepherd, & Sparks, 1995) . In those studies, intention is hypothesized to have a positive effect on actual behavior. Many of these studies have also replaced actual behavior with choice (e.g., a target behavior such as eating healthy food can be viewed as choosing not to eat unhealthy food). For instance, previous studies have examined whether different choice behaviors such as eating healthy and unhealthy breakfast (Gummeson, et al., 1997) , choosing different TV sets (Kasper, 1988) , choosing different grocery products (LaBarbera & Mazursky, 1983) , choosing five different brands of toothpaste (Mathur, 1998) , choosing different types of milk (Raats, et al., 1995) can be predicted by intention. Consistent with these studies, this study proposes that online and administered to 310 subjects over a one-week period. Two-hundred and fifty two (252) responses were usable.
Data Analysis
The research model described in Figure 2 was analyzed using SPSS version 15, and LISREL version 8.53. LISREL is a second generation multivariate technique which could assess measurement model (i.e. reliability coefficients, factor analysis) and structural model (i.e.
path coefficients, and R square) simultaneously in one operation. Anderson and Gerbing & Bonett, 1980; Browne & Cudeck, 1993; Byrne, 1994; Hoelter, 1983; Hu & Bentler, 1998) . Table 1 shows the descriptive statistics of the constructs used in the study. 
Measurement Model
Factor analysis was first applied to verify all items used in the study. Except for two items in attitude construct, which had higher cross-loadings, other items were loaded appropriately into their intended constructs. Table 2 shows the loading and cross-loading after these two items were deleted.
Convergent validity was subsequently assessed using composite reliability and average variance extracted (AVE). Table 3 shows that all measures fulfilled the recommended levels of reliability (i.e. composite reliability was greater than 0.70), and the AVE was also higher than the recommended values of 0.50 (Fornell & Larcker, 1987) . Table 4 shows that the square root of the AVE for each construct was higher than the correlations between other constructs (Fornell and Lakcer 1981) . Discriminant validity was also validated by comparing the χ² of the original CFA with its five latent variables against other CFAs with four latent variables (i.e., every possible combination of two constructs was examined). The χ² of the original CFA was significantly better than any possible union of any two latent variables. Therefore, these indicated that the instrument has appropriate discriminant validity. Normalization.
a Rotation converged in 5 iterations. Figure 2 shows the structural model results. Similar to results in the measurement model, all indices were within the acceptable threshold. Specifically, the χ2 of 121.40 with 58 degrees of freedom showed a chi-square to degrees of freedom ratio of less than 3. GFI was 0.93, NFI was 0.99, TLI was 0.99, RFI was 0.98, CFI was 0.99, Standardized RMR was 0.02, and RMSEA was 0.07. Except for subjective norm, attitude and perceived behavioral control explained about 83% of the variance in intention. The result also showed that both behavioral intention and perceived behavioral control explained about 60% of the variance in choice.
Structural Model
Discussion and Conclusion
This study confirms previous research in social psychology and marketing which argues that studies with behavioral alternatives provide higher accuracy than those without. For instance, Van den Putte, Hoogstraten, and Meertens (1996) improved the explained variance of intentions from 49 to 69 percent by using direct comparison as opposed to non-comparison when testing alternative expectancy value models ( Van den Putte, et al., 1996) . Recent user acceptance studies applying the TPB showed that the explained variance in intentions ranged from 50 to 60 percent (e.g., Hsieh, Rai, & Keil, 2008; P.A. Pavlou & Fygenson, 2006; P. A. Pavlou, Liang, & Xue, 2006; Venkatesh, Morris, & Ackerman, 2000) . By applying relative value to compare two competing products, the present study shows that attitude and perceived behavioral control could explain a high percentage (83%) of the variance in intention.
The study's findings show that when it comes to the adoption of browser software, Internet users are heavily influenced by individual attitude and not social factors. This stands to reason as Internet surfing is typically an activity which is usually undertaken independently.
When surfing for information or entertainment, users will naturally want to enjoy a high level of self-efficacy in their online navigation, so as to obtain the information or entertainment 
